Client  Satisfaction  Survey  -  UIISP 
9/4/90 

1.  Component  Performance 

Importance 

Component 

Future  of  IS  management 
Data  base  systems  developments 
Dev  in  end  user  computing 
Other  reports 
Hotline  service 
Annual  conference 
On-site  presentation 
Library  visits 

Satisfaction 

Component 

Future  of  IS  management 
Data  base  systems  developments 
Dev  in  end  user  computing 
Other  reports 
Hotline  service 
Annual  conference 
On-site  presentation 
Library  visits 

Rank 

Component 


Future  of  IS  management 
Data  base  systems  developments 
Dev  in  end  user  computing 
Other  reports 
Hotline  service 
Annual  conference 
On-site  presentation 
Library  visits 
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2.  Most  favorable  Component 


Comment 
Future  of  IS 
Hotline 

Annual  Conference 
End  User  Computing 

3.  Least  favorable  component 

Comment 
Library 

On  Site  Presentation 
Hotline 

4.  Service  Performance 
Service  Factor 


Importance  of  issues  covered 
timeliness  of  issues  covered 
Quality  of  analysis 
Quality  of  data 
Usability  of  written  reports 
Accessibility  of  prof  staff 
Staff  responsiveness 
Report  format/style 
Material  delivery/shipping 
Sales  support  and  follow-up 

5.  Benefits/Weaknesses 

Benefits 

Comment 
Industry  update 
Trends 
Quality 
Forecasting 
Depth 

Independence 
Responsive 

Weaknesses 

Comment 
No  Cross  index 
Lack  of  depth 
More  hard  data 
Slow  delivery 
Market  structure 
Hotline  service 


No  of  responses 
4 
2 
2 
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7 
2 
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No  of  responses 
5 
5 


No  of  responses 
2 
2 
1 
1 
1 
1 


Avg 

3.8 
3.3 
3.5 
3.6 
4.0 
3.5 
3.1 
3.5 
3.6 
3.1 


6.  Program  Price 


Responses 
No  % 


Too  low 
Just  right 
Too  high 


7 
2 


78 
22 


7.  Expanded  coverage  needed 


Comment 
End  user  computing  -  relationship  to  IS 
Hardware  industry 
More  forecasting 

Technology-optical  disk,  electronic  media 
Training  of  IS  sales  staff 
Globalization 

Application  development  sources 
IS  budget  issues 
Cooperative  processing 
Use  of  CASE  tools 

8.       New  or  additional  topics 

Comment 
Service  trends 
Forecast  by  region 
Indexes  to  services/reports 
Application  Software 


No  of  responses 
2 


i 


No  of  responses 
1 
1 
1 
1 


9.  Competition 


Use  Responses 

No.  (%) 

Yes  6  60 

NO  2  20 

No  responses  2  20 

Comment  No  of  responses 
Hotline  not  as  good  1 
Hotline  better  1 

10.  Improve  Quality 

Comment  No  of  responses 
Hotline  -  keep  informed  1 
More  depth  in  staff  -  real  experience  1 
Talk  to  me  on  publication  schedules  1 
Information  on  methodology  1 
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Client  Satisfaction  Survey 

Program:  Program  year.  

Client  company:  /       Al  ■    ^P^O —     T&jMt//*/  /&ff. 
Contact  name: 

Title:  /e£Szz?4/frzsvT^>  /  s'AtJT  •  g&Jv  »dfr(ZO  * 

Subscription  price  paid  ,  JSL^, 

(this  program):  J/?/<r/s  ^Z&f0D  

Year  company  first  ,  ^  ■> 

subscribed  (this  program'):      /  7  J   


(Any  INPUT  programs):  

Introduction 

1 .  Would  you  rate  on  a  scale  of  1-5  (5  being  highest),  first  the  importance  of  the  various 
components  of  the  program  to  your  staff,  and  second  your  satisfaction  with  the  support 
you've  received  in  each  area.  Let's  start  off  with  ... 

(1)  (2)  (3) 

Value 

Importance       Satisfaction      Rank  Top  3 


a)  Future  of  IS  management  ______  

b)  Data  base  systems  development         ^  -—5  3 

c)  Developments  in  end  — \  4-  __ 
user  computing  . 

d)  Other  reports  (if  subscribed)  ^  "jr 

e)  Hotline  service  ^  ~% 

f)  Annual  conference 

g)  On-site  presentation  ^  -? 


hj  Library  visits  3   


INPUT 


7/90MAMAP:1 


2 .  For  component  rated  highest  in  importance: 

You've  rated  highest  among  these  program  components.  What  do 

you  feel  makes  this  service  most  important  to  you? 

fa   A/tC/?  i  A  I  &&£L 


3 .  From  the  components/services  we've  spoken  of,  which  would  you  rate  lowest  in 

importance?   j^~^M&  ^a**»^t<sct^  <  ^ 

What  places  mat  particular  service  at  a  lower  rating? 

4.  How  satisfied  are  you  with  the  following  factors  of  INPUTs  service  (on  a  scale  of  1-        v]     \  /V 
5, 5  being  highest) 


a)  Importance  of  issues  covered  g  V   V»  SS  >a  ^ 

h^    Tirrv»linf»cc  nf  iccn«»c  ctsupti*A 


b)  Timeliness  of  issues  covered  ^  \  ^ 

c)  Quality  of  analysis  ^     ^  p 

d)  Quality  of  data  .  3        \K  4  n       \  5 


e)  "Usability"  of  written  reports  "7^  "V  v\  il 

f)  Accessibility  of  INPUT  professional/consulting  staff  ^  ^  ^  ^  "x 


g)  Account  management                                                         _2   ^  ^  ^  \a 

h)  Staff  responsiveness  5.  \ 

i)  Report  formats/style  Z  \  i  ^  ^\ 
j)  Material  delivery/shipping  (order  fulfillment)  <^  "  ^^O*^ 
k)  Sales  support  and  follow-up  3 

5 .  Looking  at  the  program  overall,  what  do  you  perceive  as  the  three  most  significant 
benefits/weaknesses? 

a)  Benefits:    0  /m  ■         spj>M?  of  !*I)o3iZj  .  Sf)  Jt€^Of 


b)  Weaknesses: 


At>////?ir  —   IS/A  fiti  ■  f/fi 


INPUT 


7/S0MAMAP:1 


6.  Do  you  feel  the  program  price  is: 


Too  low 


5/  Just  right 
  Too  high  , 


Please  elaborate: 


7 .  What  specific  topics,  issues,  or  market  areas  would  you  like  to  see  expanded  coverage 
of? 

(D  ftW€  '  Fflg.CA<tyur  x^&JitC  ^j<^0t>.  cot  iT^\^Q^ 
—  Clif    it    (_/  ^  ,      Ujjli^  Verier  ^ufl^o£wr^ 


8 .  What  new  or  additional  products,  services  or  types  of  support  would  you  like  to  receive 
from  INPUT? 


9 .  Do  you  subscribe  to  other  continuous  information  services?  If  so,  would  you  be 
willing  to  discuss  how  INPUT s  quality  of  service  compares  with  that  of  your  other 
program  services?  (Interviewer  note:  prompt  for  answers  dealing  with  specific 
program  components  of  competition.) 

Client  support  (hotline)^ 


INPUT 


4^    |4*+L/"CiS    yjt,^  L^(»4hf*r* 


Reports  (quality,  content,  coverage): 


Newsletter  (quality,  content,  coverage): 


1  


Account  management: 


10.  What  could  INPUT  do  to  improve  the  quality  of  service  provided  to  you? 


Thank  you  very  much  for  your  time  and  evaluations!  Are  there  any  other  comments  or 
suggestions  you'd  like  to  make? 


4 
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7/S0MAMAP-.1 


Client  Satisfaction  Survey 


Program  year: 


Client  company: 
Contact  name: 

™* 

Other  program(s) 
subscribed  to: 

Subscription  price  paid 
(this  program): 

Year  company  first 
subscribed  (this  program): 


 ___ 


— 


(Any  INPUT  programs): . 


Introduction 

1 .  Would  you  rate  on  a  scale  of  1-5  (5  being  highest),  first  the  importance  of  the  various 
components  of  the  program  to  your  staff,  and  second  your  satisfaction  with  the  support 
you've  received  in  each  area.  Let's  start  off  with  ... 


a)  Future  of  IS  management 

b)  Data  base  systems  development 

c)  Developments  in  end 
user  computing 

d)  Other  reports  (if  subscribed) 

e)  Hotline  service 

f)  Annual  conference 

g)  On-site  presentation 

h)  Library  visits 


(1) 
Importance 

4- 





(2) 

Satisfaction 

E  * 


(3) 
Value 
Rank  Top  3 


INPUT 

7/90  MAMAP:1 


2.  For  component  rated  highest  in  importance:  / 

You've  rated  highest  among  these  program  components.  What  do 

you  feel  makes  this  service  most  important  to  you? 

 /  


3.  From  the  components/services  we've  spoken  of,  which  would  you  rate  lowest  in 
importance?  a    \   .  -&  a&M^. 

What  places  that  particular  service  at  a  lower  rating? 


4.  How  satisfied  are  you  with  the  following  factors  of  INPUTs  service  (on  a  scale  of  1- 
5, 5  being  highest) 

a)  Importance  of  issues  covered  ^  3 


b)  Timeliness  of  issues  covered  

c)  Quality  of  analysis   

d)  Quality  of  data   

e)  "Usability"  of  written  reports  -  - 

f)  Accessibility  of  INPUT  professional/consulting  staff   

g)  Account  management   

h)  Staff  responsiveness  . 

i)  Report  formats/style   

j)  Material  delivery/shipping  (order  fulfillment)  ^ 

k)  Sales  support  and  follow-up   


5 .  Looking  at  the  program  overall,  what  do  you  perceive  as  the  three  most  significant 
benefits/weaknesses? 

fit-  ^ 


a)  Benefits:  


b)  Weaknesses:    >&Sf4g/7^  ZAy/'/y 

 H/f  A/^  ■  >        fat  BefateA/  •    *0&u<m  ^z*^ 

/4£Sc?         Stx,<  INPUT 


7/90  MAMAP:1 


6.  Do  you  feel  the  program  price  is: 

  Too  low 

 1    Just  right 

  Too  high  / 

Please  elaborate:  (  Q   ^DufW  '  A^rt 

  • 

7 .  What  specific  topics,  issues,  or  market  areas  would  you  like  to  see  expanded  coverage 
of? 


What  new  or  additional  products,  services  or  types  of  support  would  you  like  to  receive 
from  INPUT? 


]A1 


Do  you  subscribe  to  other  continuous  information  services?  If  so,  would  you  be 
willing  to  discuss  how  INPUTs  quality  of  service  compares  with  that  of  your  other 
program  services?  (Interviewer  note:  prompt  for  answers  dealing  with  specific 
program  components  of  competition.) 

Client  support  (hotline): 

(  \y:  -  ;  t 


3 


INPUT 

7/90MAMAP:1 


Reports  (quality,  content,  coverage): 

 {sj  4^>d0€ 

 —  '.  


Newsletter  (quality,  content,  coverage): 


Account  management 


10.  What  could  INPUT  do  to  improve  the  quality  of  service  provided  to  you? 


Thank  you  very  much  for  your  time  and  evaluations!  Are  there  any  other  comments  or 
suggestions  you'd  like  to  make? 


f  INPUT 

is  (uilH  ^  +^  ^ 


Client  Satisfaction  Survey 


Program:  ^fV^/MCfij  ^/Z-fcw  'fe&f&l/i  Program 


yean 


Client  company: 
Contact  name: 
Title: 

Other/fcrogram(s) 
subscribed  to: 

Subscription  price  paid 
(this  program): 

Year  company  first 
subscribed  (this  program): 


$3^ 


T7  Po^/T  /k^P7#(A/   


(Any  INPUT  programs): . 


Introduction 

1 .  Would  you  rate  on  a  scale  of  1-5  (5  being  highest),  first  the  importance  of  the  various 
components  of  the  program  to  your  staff,  and  second  your  satisfaction  with  the  support 
you've  received  in  each  area.  Let's  start  off  with  ... 


(1) 

Importance 


(2) 

Satisfaction 


(3) 
Value 
Rank  Top  3 


a)  Future  of  IS  management 

b)  Data  base  systems  development 

c)  Developments  in  end 
user  computing 

d)  Other  reports  (if  subscribed) 

e)  Hotline  service 

f)  Annual  conference 

g)  On-site  presentation 

h)  Library  visits 





J. 


= 


- 
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INPUT 


2 .  For  component  rated  highest  in  importance: 

You've  rated        ^  highest  among  these  program  components.  What  do 

you  feel  makes  this  service  most  important  to  you?  fc/fj'^^^ 


3.  From  the  components/services  we've  spoken  of,  which  would  you  rate  lowest  in 

importance?      ^h,  cj/n  ^    -  o/&  <*c&***  s** 

What  places  that  particular  service  at  a  lower  rating? 


4.  How  satisfied  are  you  with  the  following  factors  of  INPUTs  service  (on  a  scale  of  1- 
5, 5  being  highest) 

a)  Importance  of  issues  covered   

b)  Timeliness  of  issues  covered 

c)  Quality  of  analysis   

d)  Quality  of  data   

e)  "Usability"  of  written  reports   

f)  Accessibility  of  INPUT  professional/consulting  staff  C 

g)  Account  management  ^T"" 

h)  Staff  responsiveness  ^/  " 

i)  Report  formats/style  -5 

j)  Material  delivery/shipping  (order  fulfillment)  

k)  Sales  support  and  follow-up  -"'  / 

5.  Looking  at  the  progr  am  overall,  what  do  you  perceive  as  the  three  most  significant 
benefits/weaknesses? 

a)  Benefits:  tf)A?4l/M/A,  -  ,0//  '  a/£&4FJ&&> 

b)  Weaknesses:  ®  /  V7Z  /1<^A    ^  ^-/>^y  

_  


\ 


6.  Do  you  feel  the  program  price  is: 


Too  low 
Just  right 


V    Too  high 

jt,  /A/6., 


Please  elaborate: 


  ;   •   ... 


7 .  What  specific  topics,  issues,  or  market  areas  would  you  like  to  see  expanded  coverage 

of?  *  ^ 


'6 


8 .  What  new  or  additional  products,  services  or  types  of  support  would  you  like  to  receive 
from  INPUT? 


9 .  Do  you  subscribe  to  other  continuous  information  services?  If  so,  would  you  be 
willing  to  discuss  how  INPUTs  quality  of  service  compares  with  that  of  your  other 
program  services?  (Interviewer  note:  prompt  for  answers  dealing  with  specific 
program  components  of  competition.) 


Client  support  (hotline): 

-4,  .  -  VatZ/c 


aa..4^  -y^rc 


INPUT 


7/90  M  AMAPtl 


J 


Reports  (quality,  content,  coverage): 


Newsletter  (quality,  content,  coverage): 


Account  management: 

A/Jr 


10.  What  could  INPUT  do  to  improve  the  quality  of  service  provided  to  you? 

^^-/^-■J/;       ///     /       ■  w/rtMlsJKtP    5~  .Artists****/-'*** 

 i_  M: 

,^tekk  y^^;  free  ^  . 

Thank  you  very  much  for  your  time  and  evaluations!  Are  there  any  other  comments  or  ^~  / 

suggestions  you'd  like  to  make?  ty/^  **t 

k/h 
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7/80  MAMAP:1 


Client  Satisfaction  Survey 

Program:  Program  year:  / 


Client  company:  ^ ,   <CAn  A2?A~ /^A^&  J^t-y 

Contact  name^/^fi^   

T«le:  ^  t/^'   W<f*63/ 

Othevprogram®'  f  tt&tf  '  #r*±*Ht*c 

subscribed  to:  / 


subscribed  to: 
Subscription  price  paid 


(this  program):  '  -  V/?^   fc/l /- S£*d/M-  /erf=7& 


Year  company  first  ^     ^  .  f  f"/#e?& 

subscribed  (this  program):  _ 


(Any  INPUT  programs): 


Introduction 


1 .  Would  you  rate  on  a  scale  of  1-5  (5  being  highest),  first  the  importance  of  the  various 
components  of  the  program  to  your  staff,  and  second  your  satisfaction  with  the  support 
you've  received  in  each  area.  Let's  start  off  with  ... 

(1)  (2)  (3) 

Value 

Importance       Satisfaction       Rank  Top  3 

a)  Future  of  IS  management  /    _i_ 

b)  Data  base  systems  development   

c)  Developments  in  end  4  >  ST  .  '-   2.  

user  computing  _  5? 

d)  Other  reports  (if  subscribed)     

e)  Hotline  service  Jj(   

f)  Annual  conference 

g)  On-site  presentation 

h)  Library  visits 


1 


INPUT 

7/90  MAMAPM 


J 


2 .  For  component  rated  highest  in  importance: 

You've  rated  highest  among  these  program  components.  What  do 

.  you  feel  makes  this  service  most  important  to  you? 


'  -/font '  tt/Jw  /*« 


3.  From  the  components/services  we've  spoken  of,  which  would  you  rate  lowest  in 
importance?  /     ■  _ 


What  places  that  particular  service  at  a  lower  rating? 


'S 


Ay 


4.  How  satisfied  are  you  with  the  following  factors  of  INPUTs  service  (on  a  scale  of  1- 
5,  5  being  highest) 


a)  Importance  of  issues  covered 

b)  Timeliness  of  issues  covered 

c)  Quality  of  analysis 

d)  Quality  of  data 

e)  "Usability"  of  written  reports 

f)  Accessibility  of  INPUT  professional/consulting  staff 

g)  Account  management 

h)  Staff  responsiveness 

i)  Report  formats/style 

j)  Material  dehvery/shipping  (order  fulfillment) 

k)  Sales  support  and  follow-up 


— 




3- 


< 


&  -  ( 


2*. 


5.  Looking  at  the  program  overall,  what  do  you  perceive  as  the  three  most  significant  , x 


benefits/weaknesses? 
a)  Benefits 


Ml 


b)  Weaknesses:  ///5/'^^Z  A/Ct 7^—4^ 


V 


_ 


INPUT 

7/90MAMAP:1 


6.  Do  you  feel  the  program  price  is: 


Too  low 


X    Just  right 

  Too  high  jfe 


Please  elaborate: 

 /~ 


7 .  What  specific  topics,  issues,  or  market  areas  would  you  like  to  see  expanded  coverage 


8 .  What  new  or  additional  products,  services  or  types  of  support  would  you  like  to  receive 
from  INPUT? 

Ho  .  


1 .  Do  you  subscribe  to  other  continuous  information  services?  If  so,  would  you  be 
willing  to  discuss  how  INPUTs  quality  of  service  compares  with  that  of  your  other 
program  services?  (Interviewer  note:  prompt  for  answers  dealing  with  specific 
program  components  of  competition.) 

Client  support  (hotline): 

 //)»*/$  /ihr/Z/sjr- 


3 


INPUT 

7/90  MAMAP:1 


Reports  (quality,  content,  coverage): 


'erage):  / 


Newsletter  (quality,  content,  coverage): 


Account  management: 


10.  What  could  INPUT  do  to  improve  the  quality  of  service  provided  to  you2 


Thank  you  very  much  for  your  rime  and  evaluations!  Are  there  any  other  comments  or 
suggestions  you'd  like  to  make? 


__ 


4 


INPUT 

7/90  MAMAP:1 


BY: XEROX  TELECOPIER  7011  ;  7-20-90      8:50AM  ;  CCITT  63-J  4159613968;**  1 

aYJLL"20  '98  11:55  SANWfl  NYC  IND  RESCH "  ;  4139613968-S  C^^JS  2 


1  » 

Client  Satisfaction  Survey 

Program:  /j^bjeamrdJ  ^/Sihu/S  Programyear:  

diem  company? 


Tide: 

Other  progntm(s) 
subscribed  to: 


Subsaiption  price  paid  /  .  0  /-aw; 


(this  program) 

Year  company  first 
subscribed  (this  program):. 


(Any  INPUT  programs):  

Introduction 

1.  Would  yoa  rare  on  a  scab  of  1-5  (5  bdng  highest),  first  the  imponaucc  of  the  various 
components  of  the  program  to  your  staff,  and  second  your  saiiifacd.cn  with  the  support 
you've  received  in  each  area.  Lets  start  off  with ... 

(1)  (2)  (3) 

Yah* 

Importance      Satisfaction      Rank  Top  3 

a)  Future  of  IS  management 

b)  Data  base  system*  development 

c)  Developments  mead 
aaer  computing 

d)  Other  reports  ^subscribed) 
.  —  e)  Hodine  service 

f)  Annual  conference 

g)  On-site  presentation 

h)  Library  visits 
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sr 
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1 


INPUT 


RCU    BY: XEROX  TELECOPIER  7011 


JUL  £0  '90  11=53  SftNWfi  NYC  IND  RESCH 


0-90      8:48PM  ; 


CCITT  B3-* 


41S96139685W  1 


Client  Satisfaction  Survey 


Program  ytsn 


■    7  'fzL/z.}33$- 


Other  program(s) 
sabsenbedto: 


Subsmptionpdccpaid 
(tins  program): 
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Introduction 


1.  Would  you  rare  on  a  scale  of  1-5  (5  being  highest),  first  Ac  impcrancc  of  the  various 
components  of  the  program  to  your  staff,  and  second  your  satisfaction  with  the  sopport 
yooVe  received  in  each  area.  Let's  start  off  with ... 


a)  Future  of  IS  management 

b)  Data  base  systems  development 

c)  Developments  mead 
user  computing 

d)  Other  repeats  (If  subscribed) 

e)  Hodine  service 

f)  Annual  conference 

g)  On-site  presentation 

h)  Library  visits 


(1) 
htpottanee 
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Sausraction 
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Value 

Rank  Top  3 
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2,  For  component  rated  highest  tn  tTnp^Tyvy 

^^."fl—  t  -  Mghest  among  these  program  components,  What  do 

you  fed  makes  this  wvice  most  important  ro  you? 


3 '  Ffe8*  ***  components/services  we've  spoken  of;  which  would  yon  rare  lowesi 
importance?  ^ 

What  places  that  ptrticnto  service  at  a  loweriatiiig? 

cWf    Kjj^      £0   wucA    Smc.;4,c  wed 


4'  JF^8*1*??1 you  with  the  following  factors  of  INPUTs  service  (on  a  scale  of  1- 
5, 5  being  highest) 

t)  Importance  of  iaoes  covered 

b)  Hmdine**  of  Inm  covered  — TT 

c)  QoaEiytf  analysis  — 7~ 

d)  Quality  of  data  1  7 

e)  "Usability"  of  written  reports  "~~<: 

f)  Accessibility  of  INPtJTprotesionaVoc^n^  jtaff  4 
£)  Account  management  <- 
h)  Staff  respewsiveaesa  ^ 
0  Report  fonnats/styte  g 
j>  Material  delivery/shipping  (order  fiilfiUment)  £ 
*)  Sales  sm#c«  and  follow-up  £ 

5.  Looking  at  the  program  overall,  what  do  yoa  paceive  as  me  tote  most  simificant 
oencfiWwcakncssea? 


a)  Benefits: 


b)  Weaknesses: 
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&  Doyou fed  the program price  is: 


Too  low 
Just  right 
Too  high 


Ftase  elaborate:     £s    Cne    grg^,  r*<)  Sondhf? 


7.  What  specific  topJd.maes,  orto^cctar^  wooMyoulto  to  sec  eluded 


coverage 


8*  ^nSmi^^  SCrViC4S  OT  types  of  support  would  you  like  to  receive 


^£ ^JSES1^  1NTJTS  ofscrvkc  «*^wimd*t  of  pother 
program  service*?  Okttr^CT  note:  p?o^  for  Jading  with  specific 


C3ier«  support  (boffine): 
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Reports  (quaHty,  content,  covemgc); 


Newsletter  (quality,  content,  covewge); 


Account 


la  What  couM  INPUT  do  to  improve  the  quality  of  service  provided  to  you? 


Think  yoavttymuch  foe  yoartirneandevaliatiocst  Are  there  any  other  commons  or 
suggestions  yoa'd  like  to  make? 

*c1  a  %i&A  curftirofr     4-fftr  Subscription  c£  +his 

fefedrch  hits  Urn  n<$  yet  pMuhcd .  £°  -  j>A/c/n  "^«/ 
fh<s  rtrvxt ,    Jo  nry  c$m m-entf    is-  Just  jr&m  ft\y 
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DIGITAL  EQUIPMENT  CORPORATION 
FAX  COVER  SBEET 
000 


V  l/L 


PHONE  NUMBER:. 

LOCATION:   


NUM5ER  OF  PAGES  INCLUDING  COVER  PAGE: 


FROM: 


FKQNE  NUMBER 
LOCATION: 


2>£C  j  OQO  /-i/a/f/ 


COST  CENTER; 


-LI  A/ 


IF  YOU  HAVE  ANY  PROBLEMS  RECEIVING  THIS  FAX,  PLEASE 

CALL  508-496-9195    DTN-  276-9  595. 

AUTO  RECEIVE  FAX  NUMBER  FOR  STOW  IS  508-496*9929. 

DTN-276-9929 


EBSBBSD 


digital  equipment  corporation 

40  old  boltov  icad 
stow,  Massachusetts  01775 
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subscribed  to:  —  

Subscription  prtoepild  — 

(this  program):  - 

Yetr  company  first   .  — 

subscribed  (thU  program):  —  


(Any  INPUT  programs): , 

Introduction 


JcXraSved  ineieh  mL  Lefs  mt  off  with  - 

CO  » 
ioportaace      Satisfaction  RankTop3 


a)  Future  of  IS  management 

b)  T^brasvswr*  development 

c)  Devtlopmentsinead  

user  oompoting        „  ~   

d)  Other  reports  (if  subscribed)   —   ^_ 

e)  Hodlne  service  f-T^  O 
f>  Annaelconfaraace                  -    y —  ( 

g)  Oo-tlte  ^esenttdon 

h)  library  visits 
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;n  3 


%.      coinponent raiedfcighe* ift tainortance: 

YouVe  rated  Mgtest  among  these  iro^«wiponents.Wha:do 

you  foel  maknt  this  lervice  most  important  to  you? 


<r/tf    2>fC  6*s/am4 


3.  Fromtr*ccrar»tH»^^^ 
importance? 

Whit  placet  that  particular  service  at  ft  lower  tiring? 


4.  Howsatiifledawyoawitnttef^^ 
5,  5  being  highest) 


a)  Importance  of  issues  covered 

b)  Ttaetineat  of  issues  coveted 


w,   •  </ 

o)  QyaHtjrofanalyiia  — y 
d)  Quality  of  data  "  w 


«>  ■Utaaflto"  of  written  lepons 
f)  Acett^lity  of  INPUT  profewioffld/omsclting  staff 


g)  Account  rruoagement 

h)  Staff  responsiveness  —  ^ 
D  Report  fdRtrataMyle  — ■  4j 
ft  Material  Aahrery/ifaip^  y 
k)  Sales  snpport  tndfblbw-np 

3,  ugidngatttepr^ 
benefttaAweatoeatet? 


a)  Bcnefln:  - 


b) 
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To: 

Location: 

Phone: 

Date: 


From: 


Message: 


Market  Information, 
Resources  IVTanagernent 


Market  information  Services 
DIGITAL  EQUIPMENT  CORPORATION 


BY: XEROX  TELECOPIER  7011  ;   7-20-90      8:30AM  ;  -»  4159613968; « 

IL   £0    '30    10: £7       FROM   MRC  PAGE . 002 


Client  Satisfaction  Survey 

* 

Program: 

Program  year:     - ,  —  , 


Contact  same; 


Other  program($}  J  s-r 

subscribed©;  U 


Subscription  price  paid 

(this  program):   — 

Year  company  first  /Q&£-  ? 

subscribed  (tins  program):    ' 


(A^  INPUT  ptogrm):      illl£.  ?   

Introduction 

1 .  Would  you  rate  on  a  scale  of  1  -5  (5  being  highest),  first  the  importance  of  the  various 
components  of  the  program  to  your  staff,  and  second  yoar  satisfaction  wuh  the  support 
you've  received  in  each  area,  Lef  s  start  off  with  - 

(1)  C3) 

Value 

foportance      Satisfaction      Rank  Top  3 

a)  Rrture  of  IS  management  JT^L.  —L —   

b)  Daa  base  system*  devdqpmeni   & —   3L —   

c)  Developments  in  end  ,  £~  - — — —  -   - » 
user  computing 


user  oompuniig  / 

d)  Other  reports  Of  subscribed)   1± —  — £. 

c)  Hotline  service  — 1 —  — 5*- 

f)  Annual  conference   2- 


g)  On-aitepfeseaiark»  3  — H?— 

h)  Ubraxy  visits   1   U  as 
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2.  For  comport  raad  highest  in  importaace: 


YouVe  rated   _ 

yoo  feel  makes  this  service  mo*  important  to  you? 


highest  among  these  program  components.  What  do 


3.  Prom  the  components/servkes  we've  spoken  of,  which  would  you  rate  lowest  in 
importance? 

What  places  mat  particular  service  at  a  lower  rating? 

4.  How  satisfied  are  you  with  the  following  factors  of  INPUT 5  service  (on  a  scale  of  1- 
5*  5  being  highest) 

a)  Importance  of  isases  covered  — &j  

b)  Timeliness  of  issues  covered  — f  

c)  Quality  cfanalyss  —7  

d)  Quality  of  data  — 1>  — 
a)  "UsabTHty"  of  written  reports  -  jpsr 

f)  Accessibility  of  INPUT  professional/consulting  staff 

g)  Account  management  — 

h)  Staffre«pc«siveaeas  wT 

i)  Report  fennats/Kyte  — TfrTs^  ) 
5  Material  celiv^/shipping  (order  fulfillment)  — ^ — 5"  ✓ 
k)  Sales  support  and  fbllow-np  - 

5.  Looking  at  the  program  overall,  what  do  yon  perceive  as  the  three  most  significant 
benefits/weaknesses? 

a)  Benefit*   ksMyds*  — ^  c^W^   


b)  Weaknesses:       Af>7^  O^^Cj     A*  J?  <x^J^ 
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6.  Do  you  feel  the  program  pries  is: 

  Too  low 

g^T  Just  right 
  Too  high 

Pkase  elaborate:  ,M4£L^ 


7.  What  specific  topics,  issues,  or  market  areas  would  you  like  to  see  expanded  coverage 
of? 


8.  What  new  or  additional  products,  services  or  types  of  support  would  you  like  to  receive 

CLfc^jz  m  ry^e.  Cf*^  frgSa    %L  «-«^*&^  ^ 

9.  Do  you  subscribe  to  other  continuous  iafomiatioa  services?  If  so,  would  you  be 
willing  to  discuss  how  INPUTs  quality  of  service  compares  with  that  of  your  other 
program  services?  (Iat^ewer  note:  prcnipt  for  an^ 

program  components  of  cocapetitiort.) 

Client  support  (hotiine): 

^  '/aX//^       w£jz«^  ' input 
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Repem  (quality,  contest,  coverage): 

J^/tUt^    ytZ&.-x.  su<"-*<-,     <&  ytAue.     (L>l<^£  :£j£*-y<^  .-H 


Newsletter  (quality,  content,  oovoage): 

r  


AflCQBPtlMPayiDBBt 


10.  What  could  INPUT  do  to  improve  the  quality  of  service  provided  to  you? 

;      £±  S'&t* 

cJUyu.  —  6ssf  ^  ****** '  yJSf^t 

Ttiankyouverymucnfcryo^  Aw  there  any  other  comments  or  J2^A 

suggestions  you'd  like  to  nuke? 


INPUT 
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Tide: 

Otborprogram(i) 


abseribed  tn:       ^5.  M  flfe  tU  A  %   5:P  (£ OT:  ^       ^JKth  fh*<**f, 


(this  program): 


Bchicribcd  ( 


(tMi  progntBB^s. 


(Any  INPUT  program); , 


Introduction 

1.  Would  you  rate  on  «  scale  of  1  -5  (5  bdsg  Hghest),  fcn  &e  loiponMce  of  the  virions 

^ttdiec 
toff  with 


aomponarTtt  f>f  thft  pmfrsTW     yrnr  ttfiff,  find  iw-rat  yrvw  garf«ftirt<™  with  tK»  ctflwt 

yooVe  received  in  each  area.  Le^i  i 


(1) 


0) 


Vibe 
Rule  Top  3 


s)  Fntare  of  IS  MBfratt 

c)  PcMclopox  mi  ic  rod 
unf  computing 

d)  OtberiqMRtCfiabiadbQd) 
c)  Hotiiancrrfcc 

f)  Aanmlcoriteence 

g)  On-ri»  pfwenadoc-  k*"^*6? 

h)  Ubmyviaai 


5" 

E 


t 


3T 


ALEL 
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£196STt? 
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2.  teoo.^^^b^pd*^ 


You've  tm&  ^E^ljZ^Z. ibjgbeat  among  these  program  <woq>aoenis.  What  do' 
yCO  fed  m&kes  (Ms  sovice  noct  lmportint  to  you? 

3.  From  the  conzpcnentVscr/vces  we've  spoksa  o£  which  wotild  you  me  lowest  in 


What  placet  that  particular  service  at  a  lower  rating? 

gyaaaa  <>-^&  -  gg^afc 

4.  How  atiafiad  we  you  with  the  fallowing  factor*  of  INFUTs  service  (oo  a  seak  of  I* 
5,5bdngMgheat) 

a)  Luporaaoa  of  tone*  covered  7 

b)  Ttaa^Hnawtfiasoeaccvcred  V 

c)  QaiHryof  tmiyiii  *f 

d)  QoaHryafdata  £ 
c)  ^saMHty*  of  written  repcra  a 

f)  Acccg&ffity  of  INPUT  profcarioflal^fcocmlting,  staff  V 

g)  Account  tBaotgtmeet  f1/.^ 

h)  Staff  leapooaiveflest  f  a 

0  Report  focmttAtyto  2  -  i^e^o 

j}  Material  defivery^hippfflg       Mfiltaiant)  *f  f^jxi^ 

k)  Safea  »jpjm  and  feDow-ajj  */6r 

5.  Looking  tz  Ae  program  overall,  what  do  yoa  perceive  as  the  docs  most  agmfinmt 


ItHtfii  -ft-Vm  ^¥  deML&t.   

b)  Weaknaaec  s£  fla  ^fc  pLchMtAjd, 


a 

INPUT 
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4159613968     PAGE . 803 


SENT  BY: INPUT 


;  7-19-90      St 42AM  : 


CCITT  63; #  4 


6.  Do     fieri  the  psogrwi  price 

  Too  low 

E-  Just  right 
 Too  high 


Picw  elaborate:  ~Tlip  #toJi.  g  ^tjshaJZ^^^^a  ^> 

7.  What  qpcgtftetopisa,i3sncs, or market  wcm  would  yoo liteto>»cT^tH^covetay 
of? 


8.  WbttiwcraMt^alpBTjftoct^ierviceiof  t)^of  ttpport  wotddyoulfrgtoiecwyc 


<*w5&>  urtrvdj'  i^y^±&*^t  a^AM^Jlf  ^Jjjj**^ 

9 ,  Do  vor  Vnbsoibe  »  o&er  cottfmuoaj  ioforautttoi!  tervtees?  If  $a,  woald  yoe  be  ^2u^ 
wttHsg  to  discuss  howlNFUTl  qtuJi^afsmtecon^aiawiifatliiiofyooroflicr  ,/ 
progrtm  servlew?  (tetewie^  /  ^*^-*ck?  .  ^ 

progrtai  asnpoocoti  of  competitkm,)    ^  JLoU^OU^, , 


INPUT 


 JUL   IS   '93  10J45 

t?00  "  39dd 
t7  ttr896'ZT969Tt7 


;  Wd£T:2  06-£S- 


41 596 1  3968     PAGE . 004 

91  :91   06  .   62  lllf 
:  j  xql  aaidCDSiai.  xoaax:Aa  roy 


*  S0Er39Ud  lyioi  ** 
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Rflpom  (qwHty,  oatteot,  eoveag*); 


Ntwiletttr  (qoiHiy,  cement,  covuge); 


A  MMW4        ihw  ■  ~i  ii  WiT  li  ■  ^ 


la  Wfcst  could  INPUT  do  to  improve  tbe  qra&y  of  soviet  provided  to  you? 


Tbmk  yea  very  irarii  for  yocr  tnae  tad  evilwtOQCt!  Aie  tbere  «ny  other  cwrsncits  or 
tajgesriocs  you'd  like  to  tntfc»? 


/lite  «J  W'.  ^u^^.^^-'^r- 


INPUT 
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4159613368     PAGE . 3B5 


S00 " 39yd 
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Client  Satisfaction  Survey  >^ 

Program:  //Vpftfitt/A-Tfori   ^  jjj?7&H  <              Program  year.    -  / 
Client  company:   .  ,-  


Contact  name:  //  '•  ■      "   ■  ~      y  A;ftu> 

me:  Z^/fr  ■  '  /-^^   -  :   ^/ 

Other/program(s)  £*Z?  Sl>*~6££8 

subscribed*:   U->  


(this  program) 

'5 


Year  company  first  £p  / 

subscribed  (this  program^:  <y 


(Any  INPUT  programs):  

Introduction 

1 .  Would  you  rate  on  a  scale  of  1-5  (5  being  highest),  first  the  importance  of  the  various 
components  of  the  program  to  your  staff,  and  second  your  satisfaction  with  the  support 
you've  received  in  each  area.  Let's  start  off  with  ... 

(1)  (2)  (3) 

Value 

Importance       Satisfaction       Rank  Top  3 

3  / 





a)  Future  of  IS  management 

b)  Data  base  systems  development 

c)  Developments  in  end 
user  computing 

d)  Other  reports  (if  subscribed)  —  &£& 

e)  Hotline  service  ^ 

f)  Annual  conference 

g)  On-site  presentation 


v3 


2 


h)  Library  visits   L  ± —  — tL 


T-lQ-W  INPUT 

^  I.  *       *        .  .  _  ■*    -  Jj    r        i  i  j'  —  Ct  t —     mill     C  im\T\     fit  i  "T~ 


•X"  5k  is  oof-f^c  u^iv^-  Pfr  will  Ff*>J>  **t-  Who  is  W 
kH'fc  &Aek:  wJ/-^  k)Mrt£ 


7/90  MAMAP.1 


2 .  For  component  rated  highest  in  importance: 

You've  rated  j^Z^^  highest  among  these  program  components.  What  do 
you  feel  makes  this  service  most  important  to  you? 


3 .  From  the  components/services  we've  spoken  of,  which  would  you  rate  lowest  in 
importance?  ^/ ^  23  /2/?XJZ*-i  — 

What  places  that  particular  service  at  a  lower  rating? 


4.  How  satisfied  are  you  with  the  following  factors  of  INPUTs  service  (on  a  scale  of  1- 
5,  5  being  highest) 


a)  Importance  of  issues  covered 

b)  Timeliness  of  issues  covered  — %  J? 

c)  Quality  of  analysis  f 


—79 

d)  Quality  of  data 


e)  "Usability"  of  written  reports 

f)  Accessibility  of  INPUT  professional/consulting  staff 

g)  Account  management  ^-i 


h)  Staff  responsiveness 


i)   Report  formats/style  V  ■> 

j)  Material  dehvery/shipping  (order  fulfillment)  — , — 7— 


<2 

k)  Sales  support  and  follow-up  ^2. 


5 .  Looking  at  the  program  overall,  what  do  you  perceive  as  the  three  most  significant 
_s  benefits/weaknesses? 

a)  Benefits:      f)    VJU?j<r,^«jJ+»    7*7V*f  (f)  A  faf*  * 


b)  Weaknesses:      ®  M**-* 


INPUT 

7/90  MAMAP:1 


6.  Do  you  feel  the  program  price  is: 


Too  low 
Just  right 
X  Too  high 


Please  efcborate:  ^Ml^.    Mit  t  l^i^ 


7 .  What  specific  topics,  issues,  or  market  areas  would  you  like  to  see  expanded  coverage 
of?- 


8.  What  new  or  additional  products,  services  or  types  of  support  would  you  like  to  receive 
from  INPUT? 


(7)  ^/yUr^   <yv^  Aj&fjZct^Z 


9 .  Do  you  subscribe  to  other  continuous  information  services?  If  so,  would  you  be 
willing  to  discuss  how  INPUTs  quality  of  service  compares  with  that  of  your  other 
program  services?  (Interviewer  note:  prompt  for  answers  dealing  with  specific 
program  components  of  competition.) 

Client  support  (hotline): 


3 


INPUT 

7/90  MAMAP:1 


Reports  (quality,  content,  coverage): 

?•   '   <:  t  — — 


Newsletter  (quality,  content,  coverage): 


Account  management 


10.  What  could  rNPUT  do  to  improve  the  quality  of  service  provided  to  you? 


Thank  you  very  much  for  your  time  and  evaluations!  Are  there  any  other  comments  or 
suggestions  you'd  like  to  make? 


4 


INPUT 

7/90  MAMAP:1 


ftlfc-  W<£ST  Ooe*>  oof- oT  tojjO 
Client  Satisfaction  Survey 


Program:     /  ^  7  ty/^frT/ n)  )W?>fM£>        Program  yean  / 


Client  company: 
Contact  name: 


Other  program(s) 
subscribed  to: 

Subscription  price  paid 
(this  program): 


/ 

z 

■ 

■ 

Year  company  first  r^A^  <~~  / 
subscribed  (this  program):   .  —  


(Any  INPUT  programs):  

Introduction 

1 .  Would  you  rate  on  a  scale  of  1-5  (5  being  highest),  first  the  importance  of  the  various 
components  of  the  program  to  your  staff,  and  second  your  satisfaction  with  the  support 
you've  received  in  each  area.  Let's  start  off  with ... 


(1) 

(2) 

(3) 

Value 

Importance 

Satisfaction 

Rank  Top  3 

/ 

a)  Future  of  IS  management 

b)  Data  base  systems  development 

c)  Developments  in  end      

user  computing  %J&£r 

d)  Other  reports  (if  subscribed)    —   

e)  Hotline  service  Sag    — I —   

0  Annual  conference  ,    -"   — ^  t*^\   2 — 

g)  On-site  presentation 


-/favtof  &A$>  out  t 

faz  /l  l0Aj*-t//v€  INPUT 

7/S0MAMAP:1 


0 


2.  For  component  rated  highest  in  importance: 

You've  rated  highest  among  these  program  components.  What  do 

you  feel  makes  this  service  most  important  to  you? 

 .  .  V 

 *u  *  r<  

3 .  From  the  components/services  we've  spoken  of,  which  would  you  rate  lowest  in 

imPonance?      A/&&&f2y  — 

What  places  that  particular  service  at  a  lower  rating? 





4.  How  satisfied  are  you  with  the  following  factors  of  INPUTs  service  (on  a  scale  of  1- 


_ 


5, 5  being  highest) 

a)  Importance  of  issues  covered 

b)  Timeliness  of  issues  covered  —  

c)  Quality  of  analysis   

d)  Quality  of  data 

e)  "Usability"  of  written  reports 

f)  Accessibility  of  INPUT  professional/consulting  staff 

g)  Account  management 

h)  Staff  responsiveness 

i)  Report  formats/style 
j)  Material  delivery/shipping  (order  fulfillment) 
k)  Sales  support  and  follow-up 


Si 


5 .  Looking  at  the  program  overall,  what  do  you  perceive  as  the  three  most  significant 
benefits/weaknesses? 

a)  Benefits:  -  r^^/^Aj 



  '  71  A/rfCO     /OA/  ~  .  v 

b)  Weaknesses:   


INPUT 


7/80MAMAP:1 


6.  Do  you  feel  the  program  price  is: 

  Too  low 

>S      Just  right 
  Too  high 

Please  elaborate:   


7 .  What  specific  topics,  issues,  or  market  areas  would  you  like  to  see  expanded  coverage 
of? 

_   / 

^  •  >  it?  ■'  'r'J 

8 .  What  new  or  additional  products,  services  or  types  of  support  would  you  like  to  receive 
from  INPUT? 

-tu  -  


9 .  Do  you  subscribe  to  other  continuous  information  services?  If  so,  would  you  be 
willing  to  discuss  how  INPUTs  quality  of  service  compares  with  that  of  your  other 
program  services?  (Interviewer  note:  prompt  for  answers  dealing  with  specific 
program  components  of  competition.) 

Client  support  (hotline): 

"/^U  ■  ■  


3 


INPUT 

7/90  MAMAP:1 


Reports  (quality,  content,  coverage): 

///- 


Newsletter  (quality,  content,  coverage): 


Account  management: 


10.  What  could  INPUT  do  to  improve  the  quality  of  service  provided  to  you? 


Thank  you  very  much  for  your  time  and  evaluations!  Are  there  any  other  comments  or 
suggestions  you'd  like  to  make? 


4 


INPUT 

7/50  MAMAP.1 


J£k2S*J&  rtiof/xsfz^.  6W/^€ 


 A-    gC£Lfe<Y  <p£/£S/7C7*J'UAY/ZZ_  .... 


£&t&g-  -  Also 


~7-  //- 


Client  Satisfaction  Survey 


Program  yean 


Client  company:         ^3>oe/A/^  thshssfet  - 


Contact  name: 


Tide:  Cm 

Other  progzam(s) 
subscribed  to: 

Subscription  price  paid^ 
(this  program): 

Year  company  first 
subscribed  (this  program):. 


(Any  INPUT  programs): 


Introduction 


1 .  Would  you  rate  on  a  scale  of  1-5  (5  being  highest),  first  the  importance  of  the  various 
•  components  of  the  program  to  your  staff,  and  second  your  satisfaction  with  the  support 
you've  received  in  each  area.  Let's  start  off  with  ~. 


(1) 


(2) 


a)  Reports 

-U.S.  SI  Markets,  1989-1994 
-SI  Competitive  Analysis 
-SI  Program  Management 
-Systems  Operations 
-Network  Integration 

b)  Research  Bulletins 

c)  Presentations 

-SI  Conference  (October  1989) 
-SI  Conference  (May  1990) 
-On-site  Presentation 
-Joint  Client  Conference 

d)  Support 
-Hotline 
-Library  Visits 


Importance  Satisfaction 

0)  Ml  $ftrj 
lJ.fr 


0) 
Value 
Rank  Top  3 


_ 


INPUT 


7-18-90   euvms  'J  *4c  fmc  -  **>  o*t  vsts -^cfofW  0#<t*--rio~  ■ 


2..  For  component  rated  highest  in  importance: 


You've  rated  highest  among  these  program  components.  What  do 

you  feel  makes  this  service  most  important  to  you? 


3 .  From  the  components/services  we've  spoken  of,  which  would  you  rate  lowest  in 
importance? 

What  places  that  particular  service  at  a  lower  rating? 


4.  How  satisfied  are  you  with  the  following  factors  of  INPUTs  service  (on  a  scale  of  1- 
5, 5  being  highest) 

a)  Importance  of  issues  covered   

b)  Timeliness  of  issues  covered   

c)  Quality  of  analysis   

d)  Quality  of  data   

e)  "Usability"  of  written  reports   

f)  Accessibility  of  INPUT  professional/consulting  staff   

g)  Account  management   

h)  Staff  responsiveness   

i)  Report  formats/style   

j)  Material  delivery/shipping  (order  fulfillment)   

k)  Sales  support  and  follow-up   


5.  Looking  at  the  program  overall,  what  do  you  perceive  as  the  three  most  significant 
benefits/weaknesses? 

a)  Benefits:  -  


b)  Weaknesses: 


2 


INPUT 

HHMAMAJ>2 


6. .  Do  you  feel  the  program  price  is: 


Too  tow 
Just  right 
Too  high 


Please  elaborate: 


7.  What  specific  topics,  issues,  or  market  areas  would  you  like  to  see  addressed  in  topical 
reports  in  1990? 


8 .  What  new  or  additional  products,  services  or  types  of  support  would  you  like  to  receive 
from  INPUT? 


9 .  Do  you  subscribe  to  other  continuous  information  services?  If  so,  would  you  be 
willing  to  discuss  how  INPUTs  quality  of  service  compares  with  that  of  your  other 
program  services?  (Interviewer  note:  prompt  for  answers  dealing  with  specific 
program  components  of  competition.) 

Client  support  (hotline): 


3 


INPUT 


Reports  (quality,  content,  coverage): 


Newsletter  (quality,  content,  coverage): 


Account  management: 


10.  What  could  INPUT  do  to  improve  the  quality  of  service  provided  to  you? 


Thank  you  very  much  for  your  time  and  evaluations!  Are  mere  any  other  comments  or 
suggestions  you'd  like  to  make? 


4 


INPUT 

MOIMMAK 


INPUT 


1280  Villa  Street.  Mountain  View,  CA  94041-1194      (415)  961-3300        ,z  s~ 

Telex  171407     FAX  (415)  961-3966 


FAX  TRANSMITTAL  FORM 


DESTINATION: 
FAX  NUMBER: 
ATTENTION: 


fa) 

Is 


7 - 

 7> 

6*0  J^ifCt) 


Telephone  Number/Location  7/5"-^?/  3 

NUMBER  OF  PAGES:  1        OF  ^5 

Confidential  Yes  No  

Urgent        Yes  V  No  

DESCRIPTION:   

^&te2£  t"w<*r  A/tsxx.  ika^A  fte&*  

&7otJ  ^hfekl        (ML  ALL  z>o/uf.  


l////  /ZUhrt  V  JIM  — 

perdue  i/^l 


FROM: 
DATE: 


INPUT 

Project  Charge  Code: 


FILE: 


CHRON 


CONTACT 


/  trt  *****  *t 

Pol  rt*n 
/ft** 


Client  Satisfaction  Survey 

Program:    /kJFO<&UtA*7/rv\    Sf souths  Program  yean   

Client  company:  - 

Contact  name:  ^pL±L     <?W*e*.  *)  ?/^*/-* 

Title:   ^Af  /?</  5  U  y  \  


Other  program(s) 
subscribed  to: 

Subscription  price  paid 
(this  program): 

Year  company  first 
subscribed  (this  program): 


7/C 


(Any  INPUT  programs):  

Introduction 

1 .  Would  you  rate  on  a  scale  of  1-5  (5  being  highest),  first  the  importance  of  the  various 
components  of  the  program  to  your  staff,  and  second  your  satisfaction  with  the  support 
you've  received  in  each  area.  Let's  start  off  with  ... 

(1)  (2)  (3) 

Value 

Importance       Satisfaction      Rank  Top  3 

a)  Future  of  IS  management       

b)  Data  base  systems  development       

c)  Developments  in  end       

user  computing 

d)  Other  reports  (if  subscribed)       

e)  Hotline  service       

f)  Annual  conference       

g)  On-site  presentation       

h)  Library  visits       


1 


INPUT 

7/S0MAMAP:1 


2 .  For  component  rated  highest  in  importance: 


You've  rated  highest  among  these  program  components.  What  do 

you  feel  makes  this  service  most  important  to  you? 


3 .  From  the  components/services  we've  spoken  of,  which  would  you  rate  lowest  in 
importance? 

What  places  that  particular  service  at  a  lower  rating? 


4.  How  satisfied  are  you  with  the  following  factors  of  INPUTs  service  (on  a  scale  of  1- 
5, 5  being  highest) 

a)  Importance  of  issues  covered   

b)  Timeliness  of  issues  covered   

c)  Quality  of  analysis   

d)  Quality  of  data   

e)  "Usability"  of  written  reports   

f)  Accessibmty  of  INPUT  professional/consulting  staff   

g)  Account  management   

h)  Staff  responsiveness   

i)  Report  formats/style   

j)  Material  delivery/shipping  (order  fulfillment)   

k)  Sales  support  and  follow-up   


5 .  Looking  at  the  program  overall,  what  do  you  perceive  as  the  three  most  significant 
benefits/weaknesses? 

a)  Benefits:   ,  


b)  Weaknesses: 


2 


INPUT 

7/B0MAMAP:1 


"6.  Do  you  feel  the  program  price  is: 

  Too  low 

  Just  right 

  Too  high 

Please  elaborate:  


7 .  What  specific  topics,  issues,  or  market  areas  would  you  like  to  see  expanded  coverage 
of? 


8 .  What  new  or  additional  products,  services  or  types  of  support  would  you  like  to  receive 
from  INPUT? 


9 .  Do  you  subscribe  to  other  continuous  information  services?  If  so,  would  you  be 
willing  to  discuss  how  INPUTs  quality  of  service  compares  with  that  of  your  other 
program  services?  (Interviewer  note:  prompt  for  answers  dealing  with  specific 
program  components  of  competition.) 

Client  support  (hotline): 


3 


INPUT 

7/90  MAMARI 


Reports  (quality,  content,  coverage): 


Newsletter  (quality,  content,  coverage): 


Account  management: 


10.  What  could  INPUT  do  to  improve  the  quality  of  service  provided  to  you? 


Thank  you  very  much  for  your  time  and  evaluations!  Are  there  any  other  comments  or 
suggestions  you'd  like  to  make? 


4 


INPUT 

7/90  MAMAP-.1 


 INPUT 

1280  Villa  Street,  Mountain  View,  CA  94041-1 194      (415)  961-3300 

Telex  1 71 407     FAX  (415)  961-3966 

FAX  TRANSMITTAL  FORM 

DESTINATION:       /-/TTDAJ  &  Se&S/c^ 

FAX  NUMBER:         />/g)  ^^SS  

ATTENTION:  /P?&  <T/ /m  ^^A//cuz_  

Telephone  Number/Location  )    ^/^~  ^ra/  ^ 

NUMBER  OF  PAGES:  1        OF  / 

Confidential  Yes  £  No  

Urgent        Yes  V  No  

DESCRIPTION:    ^kd^  ^/^/£e£Z   


FROM:  <^ot=f= — • 
DATE:  7-  ^3-  <?  o 

INPUT 

Project  Charge  Code:  

FILE:       CHRON  CONTACT  OTHER 

Specify:  


J>4#»1  cJm^o  -rt/^  frms  (t//yyy] ^ 


\  Client  Satisfaction  Survey 

Program:     f/U/0   Program  yean 


7-5-  70 


till 


Client  company: 
Contact  name: 
Title: 

Other  program(s) 
subscribed  to: 

Subscription  price  paid 
(this  program): 

Year  company  first 
subscribed  (this  program):. 


(Any  INPUT  programs):  

Introduction 

1 .  Would  you  rate  on  a  scale  of  1-5  (5  being  highest),  first  the  importance  of  the  various 
components  of  the  program  to  your  staff,  and  second  your  satisfaction  with  the  support 
you've  received  in  each  area.  Let's  start  off  with  ... 

(1)  (2)  (3) 

Value 

Importance       Satisfaction       Rank  Top  3 


_  „„vai^rodu>. 
/Sr^aanssQe,«u 
Research  bulletins 

e)  Hotline  service 

f)  Annual  conference 

g)  On-site  presentation 

h)  Library  visits 


J  _  INPUT 


2.  For  component  rated  highest  in  importance: 

You've  rated  highest  among  these  program  components.  What  do 

you  feel  makes  this  service  most  important  to  you? 


3 .  From  the  components/services  we've  spoken  of,  which  would  you  rate  lowest  in 
importance? 

What  places  that  particular  service  at  a  lower  rating? 


4.  How  satisfied  are  you  with  the  following  factors  of  INPUTs  service  (on  a  scale  of  1- 
5,  5  being  highest) 

a)  Importance  of  issues  covered   

b)  Timeliness  of  issues  covered   

c)  Quality  of  analysis   

d)  Quality  of  data   

e)  "Usability"  of  written  reports   

f)  Accessibility  of  INPUT  professional/consulting  staff   

g)  Account  management   

h)  Staff  responsiveness   

i)  Report  formats/style   

j)  Material  delivery/shipping  (order  fulfillment)   

k)  Sales  support  and  follow-up   


5.  Looking  at  the  program  overall,  what  do  you  perceive  as  the  three  most  significant 
benefits/weaknesses? 


a)  Benefits: 


b)  Weaknesses: 


2 


INPUT 

6/00  MAMAP 


6.  Do  you  feel  the  program  price  is: 

  Too  low 

  Just  right 

  Too  high 

Please  elaborate:   


7 .  What  specific  topics,  issues,  or  market  areas  would  you  like  to  see  expanded  coverage 
of? 


8 .  What  new  or  additional  products,  services  or  types  of  support  would  you  like  to  receive 
from  INPUT? 


9 .  Do  you  subscribe  to  other  continuous  information  services?  If  so,  would  you  be 
willing  to  discuss  how  INPUTs  quality  of  service  compares  with  that  of  your  other 
program  services?  (Interviewer  note:  prompt  for  answers  dealing  with  specific 
program  components  of  competition.) 

Client  support  (hotline): 


3 


INPUT 

6/90  MAMAP 


Reports  (quality,  content,  coverage): 


Newsletter  (quality,  content,  coverage): 


Account  management: 


10.  What  could  INPUT  do  to  improve  the  quality  of  service  provided  to  you? 


Thank  you  very  much  for  your  time  and  evaluations!  Are  there  any  other  comments  or 
suggestions  you'd  like  to  make? 


4 


INPUT 

6/90  MAM AP 


Client  Satisfaction  Survey 


Program:  /*/  ^W^/^Hok/  SbjJTUHS 

Client  company: 
Contact  name: 
Title: 


Program  yean 


7  <?0£-p 


Other  program(s) 
subscribed  to: 

Subscription  price  paid 
(this  program): 

Year  company  first 
subscribed  (this  program): 


 7  ■•     -  , 

0h  jO&^-jz  44f?My,  £ovll>A/r 


(Any  INPUT  programs): 


Introduction 


-to  ChtfwJ 


1 .  Would  you  rate  on  a  scale  of  1-5  (5  being  highest),  first  the  importance  of  the  various 
components  of  the  program  to  your  staff,  and  second  your  satisfaction  with  the  support 
you've  received  in  each  area.  Let's  start  off  with  ... 


(1) 

Importance 


(2) 


Satisfaction 


(3) 
Value 
Rank  Top  3 


a)  Future  of  IS  management 

b)  Data  base  systems  development 

c)  Developments  in  end 
user  computing 

d)  Other  reports  (if  subscribed) 

e)  Hotline  service 

f)  Annual  conference 

g)  On-site  presentation 

h)  Library  visits 


1 


INPUT 

7/90  MAMAP:1 


2 .  For  component  rated  highest  in  importance: 


You've  rated  highest  among  these  program  components.  What  do 

you  feel  makes  this  service  most  important  to  you? 


3.  From  the  components/services  we've  spoken  of,  which  would  you  rate  lowest  in 
importance? 

What  places  that  particular  service  at  a  lower  rating? 


4.  How  satisfied  are  you  with  the  following  factors  of  INPUTs  service  (on  a  scale  of  1- 
5, 5  being  highest) 

a)  Importance  of  issues  covered   

b)  Timeliness  of  issues  covered   

c)  Quality  of  analysis   

d)  Quality  of  data   

e)  "Usability"  of  written  reports   

f)  Accessibility  of  INPUT  professional/consulting  staff   

g)  Account  management   

h)  Staff  responsiveness   

i)  Report  formats/style   

j)  Material  delivery/shipping  (order  fulfillment)   

k)  Sales  support  and  follow-up   


5.  Looking  at  the  program  overall,  what  do  you  perceive  as  the  three  most  significant 
benefits/weaknesses? 

a)  Benefits:   


b)  Weaknesses: 


2 


INPUT 

7/90  MAMAP-.l 


6.  Do  you  feel  the  program  price  is: 

  Too  low 

  Just  right 

  Too  high 

Please  elaborate:   


7.  What  specific  topics,  issues,  or  market  areas  would  you  like  to  see  expanded  coverage 
of? 


8 .  What  new  or  additional  products,  services  or  types  of  support  would  you  like  to  receive 
from  INPUT? 


9 .  Do  you  subscribe  to  other  continuous  information  services?  If  so,  would  you  be 
willing  to  discuss  how  INPUT  s  quality  of  service  compares  with  that  of  your  other 
program  services?  (Interviewer  note:  prompt  for  answers  dealing  with  specific 
program  components  of  competition.) 

Client  support  (hotline): 


3 


INPUT 

7/80MAMAP:1 


Reports  (quality,  content,  coverage): 


Newsletter  (quality,  content,  coverage): 


Account  management: 


10.  What  could  INPUT  do  to  improve  the  quality  of  service  provided  to  you? 


Thank  you  very  much  for  your  time  and  evaluations!  Are  there  any  other  comments  or 
suggestions  you'd  like  to  make? 


4 


INPUT 

7/90MAMAP:1 


7 


Program: 


Program  year: 


Client  Satisfaction  Survey 

Client  company:  Z>A*  

Contact  name: 
Title: 


fro  3 


Other  program(s) 
subscribed  to: 

Subscription  price  paid 
(this  program): 

Year  company  first 
subscribed  (this  program): 


 f~ 





k 


SO  "/QUO  — 


3ji  sew 


— ; 


>/bff  A/2A  SCf) 


(Any  INPUT  programs); 


Jntioducfion 


1 .  Would  you  rate  on  a  scale  of  1-5  (5  being  highest),  first  the  importance  of  the  various 
components  of  the  program  to  your  staff,  and  second  your  satisfaction  with  the  support 
you've  received  in  each  area.  Let's  start  off  with  ... 


(1) 
Importance 


(2) 

Satisfaction 


(3) 
Value 
Rank  Top  3 


a)  Future  of  IS  management 

b)  Data  base  systems  development 

c)  Developments  in  end 
user  computing 

d)  Other  reports  (if  subscribed) 

e)  Hotline  service 

f)  Annual  conference 

g)  On-site  presentation 

h)  Library  visits 


M  . 

+*i  *• 

^/Anff.  sec  ti 

t(M,£i"A*\  frit/ 


■ft  CAtC  fiL. 
7- It? -90  'Upr 


INPUT 

7/90  MAMAPrl 


7*3 -ft-  liff 


2 .  For  component  rated  highest  in  importance: 

You've  rated  highest  among  these  program  components.  What  do 

you  feel  makes  this  service  most  important  to  you? 


3 .  From  the  components/services  we've  spoken  of,  which  would  you  rate  lowest  in 
importance? 

What  places  that  particular  service  at  a  lower  rating? 


4.  How  satisfied  are  you  with  the  following  factors  of  INPUTs  service  (on  a  scale  of  1- 
5, 5  being  highest) 

a)  Importance  of  issues  covered   

b)  Timeliness  of  issues  covered   

c)  Quality  of  analysis   

d)  Quality  of  data   

e)  "Usability"  of  written  reports   

f)  Accessibility  of  INPUT  professional/consulting  staff   

g)  Account  management   

h)  Staff  responsiveness   

i)  Report  formats/style   

j)  Material  delivery/shipping  (order  fulfillment)   

k)  Sales  support  and  follow-up   


5 .  Looking  at  the  program  overall,  what  do  you  perceive  as  the  three  most  significant 
benefits/weaknesses? 


a)  Benefits: 


b)  Weaknesses: 
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6 .  Do  you  feel  the  program  price  is: 

  Too  low 

  Just  right 

  Too  high 

Please  elaborate:   


7 .  What  specific  topics,  issues,  or  market  areas  would  you  like  to  see  expanded  coverage 
of? 


8 .  What  new  or  additional  products,  services  or  types  of  support  would  you  like  to  receive 
from  INPUT? 


9.  Do  you  subscribe  to  other  continuous  information  services?  If  so,  would  you  be 
willing  to  discuss  how  INPUTs  quality  of  service  compares  with  that  of  your  other 
program  services?  (Interviewer  note:  prompt  for  answers  dealing  with  specific 
program  components  of  competition.) 

Client  support  (hotline): 
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Reports  (quality,  content,  coverage): 


Newsletter  (quality,  content,  coverage): 


Account  management: 


10.  What  could  INPUT  do  to  improve  the  quality  of  service  provided  to  you? 


Thank  you  very  much  for  your  time  and  evaluations!  Are  there  any  other  comments  or 
suggestions  you'd  like  to  make? 
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Client  Satisfaction  Survey 

Program:  Program  year 


Client  company: 
Contact  name: 


Title: 


Other  program(s) 

subscribed  to:  

Subscription  price  paid 

(this  program):   .  

Year  company  first 

subscribed  (this  program):  ,  

(Any  INPUT  programs): 


Introduction 

1 .  Would  you  rate  on  a  scale  of  1-5  (5  being  highest),  first  the  importance  of 
components  of  the  program  to  your  staff,  and  second  your  satisfaction  wit 
you've  received  in  each  area.  Let's  start  off  with  ... 

(1)  (2) 
Importance       Satisfaction      Rank  Top  3 


a)  Future  of  IS  management 

b)  Data  base  systems  development 

c)  Developments  in  end 
user  computing 

d)  Other  reports  (if  subscribed) 

e)  Hotline  service 

f)  Annual  conference 

g)  On-site  presentation 

h)  Library  visits 


1 
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2 .  For  component  rated  highest  in  importance: 

You've  rated  highest  among  these  program  components.  What  do 

you  feel  makes  this  service  most  important  to  you? 


From  the  components/services  we've  spoken  of,  which  would  you  rate  lowest  in 
importance? 

What  places  that  particular  service  at  a  lower  rating? 


4.  How  satisfied  are  you  with  the  following  factors  of  INPUTs  service  (on  a  scale  of  1- 
5, 5  being  highest) 

a)  Importance  of  issues  covered   

b)  Timeliness  of  issues  covered   

c)  Quality  of  analysis   

d)  Quality  of  data   

e)  "Usability"  of  written  reports   

f)  Accessibility  of  INPUT  professional/consulting  staff   

g)  Account  management   

h)  Staff  responsiveness   

i)  Report  formats/style   

j)  Material  delivery/shipping  (order  fulfillment)   

k)  Sales  support  and  follow-up   


5 .  Looking  at  the  program  overall,  what  do  you  perceive  as  the  three  most  significant 
benefits/weaknesses? 


a)  Benefits: 


b)  Weaknesses: 
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6.  Do  you  feel  the  program  price  is: 

  Too  low 

  Just  right 

  Too  high 

Please  elaborate:   


7 .  What  specific  topics,  issues,  or  market  areas  would  you  like  to  see  expanded  coverage 
of? 


8 .  What  new  or  additional  products,  services  or  types  of  support  would  you  like  to  receive 
from  INPUT? 


9   Do  you  subscribe  to  other  continuous  Mormation  services?  If  so,  would  you  be 
willing  to  discuss  how  INPUTs  quality  of  service  compares  with  that  of  your  other 
program  services?  (Interviewer  note:  prompt  for  answers  dealing  with  specific 
program  components  of  competition.) 

Client  support  (hotline): 
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Reports  (quality,  content,  coverage): 


Newsletter  (quality,  content,  coverage): 


Account  management: 


10.  What  could  INPUT  do  to  improve  the  quality  of  service  provided  to  you? 


Thank  you  very  much  for  your  time  and  evaluations!  Are  there  any  other  comments  or 
suggestions  you'd  like  to  make? 
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***  CONFIDENTIAL  ***  Input  Corporation  USA  1990  J 

Ful f  1 1 Iment  List  "*"*  * 

Order-  110069 BEG:01/01/1990  END:  12/31/ 1990  PO: 

Custora>r:RA10-13     ANDERSEN  CONSULTING;  Mr.  Jim  Fischer  Managing  Partner  ;  69  U.  Washington,  Chicago,  IL  60602,  (312)  507-83  9 

UEIS-RP  1 

UISP-EO  1 

-UISP-SB  1 

UKEY-RP  1 

UOUT-RP  1   

""""""""""" BEG:01/01/1990  END:12/31/1990  PO: 

CU8toier:RAl0-2      ANDERSEN  CONSULTING;  Ms.  Jean  Davis  Mgr.  Consulting  Info.  Services  ;  100  South  Uacker  Drive,  7th  Floor.  Chicago.  IL  60606, 

UEIS-RP  1 

UISP-EO  1 

— UISP-SB  1 

UKEY-RP  1 

UOUT-RP  1   

""""""""""" BEG:01/01/1990  END:12/31/1990  PO: 

Customer :RA1 0-4       ANDERSEN  CONSULTING;  Ms.  Marilyn  Stone  Mgr.  S/U  Integration  ;  100  S.  Uacker  Drive,  7th  Floor,  Chicago,  IL  60606,  (312)  507-4090 

UEIS-RP  1 

UISP-EO  1 

—UISP-SB  1 

UKEY-RP  1 

UOUT-RP  1   

"""       """ BEG:01/01/1990  END:12/31/1990  PO: 

Customer -RB29-1       BELLSOUTH  CORPORATION;  Mr.  John  Lilly  Corporate  Resource  Center  J  1155  Peachtree  Street,  Room  12B01.  Atlanta,  GA  30367,  (404)  249-3260 

UEIS-RP  2 

UISP-EO  2 

-+ UISP-SB  1 

UKEY-RP  2 

UOUT-RP  2   

Ord^rnO^ ^ ZZir€^FZTrr^m''^n9n  """hI  43  94  6672 

Customer :RB35- 2       BULL  SA;  Mr.  Michel  Sauvage  ;  1-11  Avenue  du  Val  de  Fontenay,  Fontenay  Soussbois  Cedex,  94133,  France 

-  UISP-SB  1   

"""       1111 """" V'Vo^n BEG:05/19/1989  END:05/18/1990  PO: 

S5«JSc80-1       CPC  I NTERNAT I ONAL ,  INC. ;  Mr.  Laurence  J.  Diamond  Director  ;  International  Plaza  (Box  8000),  Worldwide  Info.  Sys.  Planning.  Englewo    (201)  894-2795 

-UISP-SB  1  pp/v^      C\J  (   

"""       y.'nlll BEG:05/21/1990  END:05/21/1990  PO: 

?usto^r:RC80-1  CPC  INTERNATIONAL,  INC.;  Mr.  Laurence  J.  Diamond  Director  ;  International  Plaza  (Box  8000),  Worldwide  Info.  Sys.  Planning.  Englewo    (201)  894-2795 

UISP-EX  1  J>  '   

"""  BEG:01/01/1990          END:  12/31/1990  PO: 

2us?omer-RD01-2  DIGITAL  EQUIPMENT  CORPORATION;  Library  Market  Research  Center  ;  Continental  Boulevard,  (MK01-1/K07),  Merrimack,  NH  03054,    •              (603)  884-0212 
UEIS-RP  2 
UISP-EO  2 

-  UISP-SB  1 
UKEY-RP  2 

UOUT-RP  2   

"""  """""""" BEG:01/01/1990          END:  12/31/1990  PO: 

S^RDOI-22  D^GI^"  EQUIPMENT  CORPORATION;  Mr.  George  Starr  Jr.  Mgr.  Consultant  Relations  ;  40  Old  Bolton  Road.  OG01-2/WII.  Stow.  MA  01775.  (508)  496-9506 
UEIS-RP  1 
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Order:  2715 

Main  Contact 

BEG:01/01/1990 

END 

:12/31/1990 

PO: 

Customer:RD01 

-22 

DIGITAL  EQUIPMENT  CORPORATION; 

Mr.  George  Starr  Jr.  Mgr.  Consultant  Relations  ;  40  Old  Bolton  Road, 

OG01 

•2/WII,  Stow, 

MA  01775,         (508)  496-9506 

UISP-EO 

1 

—  UISP-SB 

1 

UKEY-RP 

1 

UOUT-RP 

1 

Order:  110073 

Customer:RD01-29     DIGITAL  EQUIPMENT  CORPORATION;  Ms.  Jan  Phillips  ; 


UEIS-RP  1 

UISP-EO  1 

-h  UISP-SB  1 

UKEY-RP  1 

UOUT-RP  1 


BEG:01/01/1990  END:12/31/1990  PO: 

VR06-2/Y10,  555  Virginia  Road,  Concord,  MA  01742, 


Order:  110203  BEG: 03/28/ 1990  END :03/28/1990  PO: 

Customer:RD01-67A    DIGITAL  EQUIPMENT  CORPORATION;  Mr.  Jamey  Nordby  ;  1175  Chapel  Hills  Drive,  CXN1/3,  Colorado  Springs,  CO  80920,  (719)  260-2755 

UMDA-CP  1 


Order:  110055  BEG:01/01/1990  END:12/31/1990  PO: 

Customer:RF18-1       FEDERAL  HOME  LOAN  BANK;  Mr.  Gary  Buckner  Sr.  Vice  President  &  CIO  ;  500  E.  John  Carpenter  Freeway,  P.O.  Box  619026,  Dallas/Ft.  Uor    (214)  541-8604 


UEIS-RP  2 

UISP-EO  2 

UISP-SB  1 

UKEY-RP  2 

UOUT-RP  2 


Order:  110213  MVRT  -  ME  88  &  89  only  BEG:03/30/1990  END: 03/30/ 1990  PO: 

Customer :RH07-1       HEALTH  EAST  INFORMATION  SVCS;  Mr.  Terry  Wi Ik  Directoer,  Planning  &  Quality  ;  2024  LeHigh  Street,  Allentown,  PA  18103,  (215)  778-141 

UISM-RP  1 


Order:  4086 

Customer:RI01-11      IBM  CANADA  LABORATORY;  Mr.  Paul  Cule  TPC  Strategy  ;  895  Don  Mills 


UEIS-RP  1 

UISP-EO  1 

-UISP-SB  1 

UKEY-RP  1 

UOUT-RP  1 


BEG:01/01/1990  END:12/31/1990  PO: 

Road,  Mail  Stop  31    Dept.  139,  North  York,  M3C  1U3,    Ontario,  Ca    (416)  448-2631 


Order:  4027  BEG:01/01/1990  END:12/31/1990  PO: 

Customer:RI01-12B    IBM  CORPORATION;  Mr.  Clive  Mellor  Manager,  Market  Forecast  j  Old  Orchard  Road,  Armonk,  NY  10504,  (914)  765-6042 


UEIS-RP  1 

UISP-EO  1 

UISP-SB  1 

UKEY-RP  1 

UOUT-RP  1 


Order:  4066 

Customer:RI01-15      IBM  CORPORATION;  Ms.  Use  Ruckert  U.S.M.  &  S.      MI  Info.  Svcs. 


UEIS-RP  1 

UISP-EO  1 

UISP-SB  1 

UKEY-RP  1 

UOUT-RP  1 


BEG:01/01/1990  END:12/31/1990  PO: 

;  1133  Westchester  Avenue,  Mail  Drop  147    1C-1301,  White  Plains,  NY    (914)  642-6508 
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Order:  4058  BEG:01/01/1990  END: 12/31/1990  P0:SVC.  AGREEMT 

Customer:RI01-37     IBM  CORPORATION;  Ms.  Chris  Backle  Library  ;  400  Parson's  Pond  Road,  Mail  Drop  #028,  Franklin  Lakes,  NJ  07417,  (201)  848-3950 

UEIS-RP  2 

UISP-EO  2 

UISP-SB  1 

UKEY-RP  2 

UOUT-RP  2 


Order:  2787  BEG:01/01/1990         END:12/31/1990  PO: 
Customer :RL04-1       LITTON  COMPUTER  SERVICES;  Mr.  Ray  Wolfe  VP,  Business  Development  ;  1300  Villa  Street,  P.O.  Box  7113,  Mountain  View,  CA  94039-7113,    (415)  966-7532 

UEIS-RP  1 

UISP-EO  1 

•UISP-SB  1 

UKEY-RP  1 

UOUT-RP  1 


Order:  4078  BEG:01/01/1990  END:12/31/1990  PO:0000005480 

Customer :RL04- 10     LITTON  COMPUTER  SERVICES;  Accounts  Payable  ;  P.O.  Box  4040,  Woodland  Hills,  CA  91367-4040, 

UEIS-RP  1 

UISP-EO  1 

UKEY-RP  1 

UOUT-RP  1 


Order:  4078 
Customer:RL04-4 
UISP-SB  1 

LITTON  COMPUTER 

BEG:01/01/1990  END:12/31/1990 
SERVICES;  Mr.  Jim  Chalker  Director,  Computer  Services  ;  5490  Canoga  Avenue,  P.O.  Box  4040,  Woodland  Hills, 

PO: 0000005480 
CA  9136    (818)  715 

5213 

Order:  110214 
Customer:RM99-2 
UPRE-PR  1 

MEMOREX-  TELEX; 

BEG: 03/30/ 1990          END: 03/30/ 1990 
Mr.  Bill  Ol in  Regional  Vice  President  ;  200  White  Plains  Road,  Tarrytown,  NY  10591, 

PO: 

(914)  332- 

1000 

Order:  110153  BEG:03/02/1990  END:03/02/1990  PO: 

Customer:RN13-9       NYNEX  CORPORATION;  Mr.  Edward  Glynn  External  Affairs  ;  1113  Westchester  Avenue,  Room  129G,  White  Plains,  NY  10604,  (914)  644-7249 

UISM-RP  2 


Order:  110293  MVRT  BF  88  only  BEG: 05/07/ 1990  END:05/07/1990  PO: 

Customer :RS1 0-3       SECURITY  PACIFIC  FINANCIAL  SVC;  Mr.  Chris  Noonan  Vice  President  ;  10124  Old  Grove  Road,  San  Diego,  CA  92131, 
UCS1-RP  1 


Order:  3765 
Customer :RS72-1 
UISP-SB  1 

Hotline  Only  1990 
SANWA  BANK  LIMITED;  Mr. 

BEG: 09/ 15/ 1989          END: 09/30/ 1990 
Shigeki  Tsubouchi  VP,  Industrial  Research  ;  55  E.  52nd  Street,  Park  Avenue  Plaza,  New  York,  NY  10055, 

PO: 

(212) 

339-6151 

Order:  110549 
Customer :RT02-9 
UCS1-RP  1 

TANDEM  COMPUTERS,  INC.; 

BEG:07/13/1990  END:07/13/1990 
Mr.  Michael  Kina  Product  Manager  ;  10100  N.  Tantau,  Location  251-37,  Cupertino,  CA  95014, 

PO: 

(408) 

285-5540 

e 


Order:  110045  BEG:01/01/1990  END: 12/31/1990  PO: 

Customer:RU08-3       UNIVERSITY  OF  CALIFORNIA;  Mr.  Richard  West  AVP,  Information  Systems  ;  300  Lakeside  Drive,  8th  Floor,  Oakland,  CA  94612-3550,  (415)  987-0405 

UEIS-RP  2 

UISP-EO  2 

ISP-SB  1 

UKEY-RP  2 

UOUT-RP  2 
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Order:  110116 
Customer :ZINTERCOA  Z. 
UEIS-RP  1 
UKEY-RP  1 
UOUT-RP  1 


BEG: 


END: 


PO: 


.CALIFORNIA  INTERNAL;  Mr.  Denny  Uayson  ;  X,  X, 


Order:  110117 
Customer :ZINTERCOB 
UEIS-RP  1 
UISP-EO  1 
UKEY-RP  1 
UOUT-RP  1 


BEG: 


END: 


PO: 


Z.. CALIFORNIA  INTERNAL;  Sales/Mkt  Library  ;  X,  X, 


Order:  110122 

Customer :ZINTERCOE  Z. . CALI FORN I A  INTERNAL;  Mr. 
UISP-EO  1 


BEG: 


END: 


PO: 


Norman  Litell  ;  X,  X, 


Order:  110119 

Customer :ZINTERCOF  Z. .CALIFORNIA  LIBRARY;  Library 
UEIS-RP  2 
UKEY-RP  2 
UOUT-RP  2 


BEG: 


END: 


PO: 


X,  X, 


Order:  110120 

Customer:ZINTERCOG  Z.. INPUT  FRANCE;  Mr.  Thierry  Dumont 
UEIS-RP  T 
UISP-EO  2 
UKEY-RP  1 
UOUT-RP  1 


BEG: 


END: 


PO: 


X,  X, 


Order:  110124 
Customer :ZINTERCOH 
UEIS-RP  1 
UISP-EO  1 
UKEY-RP  1 
UOUT-RP  1 


BEG: 


END: 


PO: 


Z.. INPUT  NEW  JERSEY -PARS I PPANY;  Field  Salesperson  ;  X,  X, 


Order:  110125 
Customer:ZINTERCOI 
UEIS-RP  2 
UISP-EO  2 
UKEY-RP  2 
UOUT-RP  2 


BEG: 


END: 


PO: 


Z.. INPUT  NEW  JERSEY  -  STOCK;  Parsippany  -  Library  ;  X,  X, 


Order:  110123 
Customer :ZINTERCOJ 
UEIS-RP  4 
UISP-EO  20 
UKEY-RP  4 
UOUT-RP  4 


BEG: 


END: 


PO: 


Z.. LONDON;  Library/Stock  ;  X,  X, 


Order:  110126 
Customer :ZINTERCOK  Z. 
UEIS-RP  2 
UISP-EO  3 


BEG: 


END: 


PO: 


.WASHINGTON;  Barb,  Scott,  John  O.  Library  &  Sales  ;  X,  X, 
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Order:  110126 

Customer :ZINTERCOK  Z. .WASHINGTON;  Barb,  Scott,  John  Q.  Library  &  Sales  ;  X,  X, 
UKEY-RP  2 
UOUT-RP  2 


BEG: 


END: 


Order:  110128 

Customer:ZINTERCOP  Z. .TELEMARKETING;  Mark,  Jan  W.  ;  X,  X, 
UISP-EO  2 


BEG: 


END: 


PO: 


(202)  707-7125 


Order:  110135  BEG:  END:  PO: 

Customer:ZINTERCOL  ..REGISTER  OF  COPYRIGHTS;  Dep  &  Acq  Div-LM438C  ;  Library  of  Congress,  Washington,  DC  20559, 
UEIS-RP  2 
UKEY-RP  2 
UOUT-RP  2 


Order:  110127  BEG:  END:  PO: 

Customer :ZINTERCOO  ..INPUT  KK;  Mr.  Tetsuo  Imai  ;  Saida  Bldg  4-6,  Kanda  Sakuma-cho,  Chiyoda-ku,  Tokyo,  101,  Japan 

UEIS-RP  2 

UISP-EO  3 

UKEY-RP  2 

UOUT-RP  2 


PO: 


Order:  110286 

Customer:ZINTERCOS  Z. .CALI FORNIA  INTERNAL;  Ms.  Frankie  Borison  ;  x,  x, 
UISP-EO  1 


BEG: 05/03/ 1990 


END: 05/03/ 1990 


PO: 


